Consumer adoption of M-interventions in mental health by Schuster, Lisa et al.
This is the author’s version of a work that was submitted/accepted for pub-
lication in the following source:
Schuster, Lisa, Drennan, Judy, & Lings, Ian
(2011)
Consumer adoption of M-interventions in mental health. In
2011World Non-Profit and Social Marketing Conference, 11-12 April 2011,
Dublin, Ireland. (Unpublished)
This file was downloaded from: http://eprints.qut.edu.au/81985/
c© Copyright 2011 [please consult the authors]
Notice: Changes introduced as a result of publishing processes such as
copy-editing and formatting may not be reflected in this document. For a
definitive version of this work, please refer to the published source:
Abstract  
In Australia, the highest prevalence of mental illness occurs in the young adult age group, 16-
25 years, with more than one quarter (26%) suffering from a mental illness in 2007 alone 
(ABS, 2007). Disturbingly, young adults are also the least likely age group to seek help from 
professional mental health services. In response, a recent innovation in mental health 
interventions is the use of mobile phones to deliver self-help services, which offers the 
advantages of ubiquitous access, greater confidentiality, and greater engagement compared to 
traditional face-to-face interventions. However, the viability of mobile phone interventions 
(M-Interventions) has yet to be examined from a consumer perspective, despite the 
widespread growth and importance of new channels in social marketing. This paper, 
therefore, seeks to develop a model of factors which are likely to influence the initiation of 
help seeking in the form of accessing a mobile mental health intervention by drawing on 
psychology and information systems research.  
 
